Introduction
This chapter addresses Corporate Social Responsibility (CSR) with a neuroeconomic approach. CSR has an evolutionary argument, and it is addressed as an irrational disequilibrium rather than a rational economic equilibrium. Assumptions for economic interpretations are less relied upon for a better understanding of CSR due to the advancements of investigative tools and technology in neuroscience. The 'black box' above our shoulders can be looked without invasive means.
An experimental basis for a possible mechanism behind such corporate social systems will be discussed, for example, the trust game and ultimatum games. CSR can be an antecedent for intent to purchase by providing trust, attachment to the company and a reduced perception of risk.
For ease of understanding, the regression error term, which is widely used in economic analysis, is reduced when used for social research, which in turn helps improve forecasting with econometric methods by giving greater consideration to behavioural factors. Du, Bhattacharya and Sen (2010) affirmed that in the long run, companies' CSR programmes allow them to build corporate image, strengthen stakeholder-company relationships, and enhance stakeholders' advocacy behaviour while in the short run, CSR programmes support favourable stakeholder attitudes and purchase behaviour, gaining employees, and investment in the company. Behaviour in the context of CSR has not been examined at the internal thought levels that this chapter attempts to reach.
Review of CSR
The opposite behaviour is also found while dealing with CSR. An example is when the implementation of a CSR programme runs counter to the intended format, which negatively affects consumers' intentions to buy the products of the company (Sen and Bhattacharya, 2001; Pawlak and Zasuwa, 2011) . In fact, other studies show an array of response behaviours to CSR initiatives (Mohr et al., 2001) . Within this chapter possible explanations are proposed together with a possible mechanism covering such differences by decision makers.
By using targeted surveys, empirical work has shown stimulating and positive effects towards companies due to their engagement in CSR and its associations (Brown and Dacin, 1997). However, new research at the neurophysiologic level, has shown that surveys do not always connect with decision makers' actual motivations.
In a further section of this chapter, the effectiveness of surveys in representing participants' preferences is addressed and discussed. Neuroeconomics can improve and further advance cutting-edge techniques that can produce more profound results benefiting the research on CSR.
Animal behaviour background
We live in a time where abstract models by 'geniuses' who are revered for their 'complicated aspects that try to explain social phenomena' are put into question. What matters most is 'us' and not a diarrhoea of sophisticated mathematical modelling and abstract attempts that cannot capture the social events in our reality. If we want to understand 'us' better, we should go back in time and try to discover our neurobiological basis. How can social attachments be measured by these 'geniuses' with sophisticated models? Social attachments are pervasive in any society not just human but also in animal social systems.
Starting with animal models, let us bring attention to the works by C. S. Carter. According to her, social bonding has a lot to do with hormones such as oxytocin, vasopressin, opioids, corticotrophin-releasing hormone, dopamine and adrenal steroids like corticosterone or cortisol (Carter et al., 2005) .
Carter works extensively on studies of pair bonding in monogamous rodents, such as prairie voles, and a literature review shows an association between high levels of activity in the hypothalamic-pituitary-adrenal (HPA) axis and the expression of social behaviours and attachments. According to her, central neuropeptides, more specifically oxytocin and vasopressin have been proven to be in the central control of the HPA
